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ABSTRACT
In this era of globalization where information technology has taken place for fulfilling customer demands, small and medium enterprises (SMEs) have 
to fight in this intense competition in order to be able to gain their own market shares. To achieve targeted market shares, the use of mobile marketing 
as a medium for advertisement has evolved to an important tools for SMEs. Therefore, the main purpose of this study is to examine the factors that 
positively contribute to the adoption level of mobile marketing among Malaysian SMEs. From overall, 150 sample of questionnaire has collected from 
the SMEs all over Malaysia and analysed uses descriptive method. The result found that there is a positive relationship between branding strategy and 
technical knowledge towards the adoption level of mobile marketing.
Keywords: Mobile Marketing, Small and Medium Enterprises Malaysia, Adoption Level 
JEL Classifications: M310, M370, O310
1. INTRODUCTION
Mobile marketing has been a topic that is rapidly growing in 
importance and interest. In the definition from Mobile Marketing 
Association (2006), mobile marketing known as “the use of 
wireless media as an integrated content delivery and direct-
response vehicle within a cross-media marketing communication 
program.” Based on Malaysia Communications and Multimedia 
Malaysia (2014), the statistical of Malaysian Smartphone users 
increase steadily almost every year. When this happens, marketers 
tend to have their focus of interest invested into marketing 
activities in mobile media (Venkatesh, 2015). Alternatively, there 
is also report where it is estimated to have more than two billion 
of Smartphone users by 2016.
However to achieve an efficient marketing, the ability to adopt 
technological changes is needed ahead of decide to apply this 
innovative marketing. As the customer today has developed their 
behaviour by having mobile device as part of their habitual life, 
mobile marketing has also become important for most marketers 
to provide a mobile channel for customers to communicate and 
make transactions (Wang et al., 2015). Online customers tend to 
use mobile gadget to do shopping and pre-shopping activities 
like search for store locations or store hours (Google Shopper 
Marketing Council, 2013).
Hence, the main reason this study is being conducted is to examine 
the factors of adoption of mobile marketing by small and medium 
enterprises (SMEs) which location in whole Malaysia. Besides, it 
is also to propose these key factors of mobile marketing adoption 
for an improved marketing operation planning and performances 
of SME. Other than these, our effort in developing this study also 
construct a structure that SME can use in improving their sales 
performance using mobile marketing.
2. OBJECTIVE OF STUDY
The main objective of this study is to examine the understanding 
level of Malaysian SME and also their level of acceptance towards 
applying mobile marketing into their business.
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3. LITERATURE REVIEW AND HYPOTHESES 
DEVELOPMENT
3.1. General Overview of Mobile Marketing
Based on the definition from Mobile Marketing Association 
(2015), mobile marketing has become significant medium to easily 
connect the target customers of the companies. It is also known 
as marketing efforts using mobile gadgets which connected with 
internet network (Kaplan, 2012). Several researchers agreed that 
mobile marketing has the ability to reach their target market even 
faster than the traditional advertising (Hopkins and Turner, 2012; 
Artuger et al., 2012). On the other hand, Sezgin (2016) emphasized 
that the ability to measure and its effectiveness of mobile marketing 
is significant on creating the brand awareness of consumers. 
Mobile marketing also was found that it is very efficient in terms 
of cost, speed to reach targeted customers, bilateral, measurable 
and easier to customize than direct marketing channel.
3.2. Entrepreneur’s Attitude and Knowledge
One of the main factors where SME should consider when 
deploying innovation is the significance existence of expertise 
in the firm. Previous studies from several researchers have found 
that the availability of IT resources, which specifically in the 
organizational characteristics plays an important role for the 
level of adoption (Lankford et al., 2000; Dennis et al., 2002). 
It has been identified that there were three main stages required 
in adopting innovation, whereby the awareness of an individual 
towards an innovation must take place before they decide to adopt 
(Rogers, 2003). It is also important for the top managements of 
firms specifically SME able to make wise decisions into new 
adoption of innovative marketing, a leader that having awareness 
and knowledge in the current needs of marketing is likely to have 
better determination in adoption of innovation (Jeon et al., 2006).
H1: Entrepreneur’s attitude and knowledge affects the adoption of 
mobile marketing among SMEs in Malaysia
3.3. Branding Strategy
It has been proposed that the quality of the system and branding 
strategy highly affecting the trust from customers towards the 
product, especially the content in which able to be delivered 
through the websites in mobile gadgets (Zhou, 2011). Through 
the mobile gadgets and the highly increasing access in social 
media using mobile phones, it is able to offer potential in creating 
awareness and interest through rapid spreading of product and 
service experiences (Berger and Milkman, 2012; Hudson et al., 
2016). In the previous study of Chiem et al. (2010), the mobile 
gadget today enables companies to create their own brand 
engagement and helps to maintain sustainability. There is also 
strong relationship between the qualities of brand awareness 
through mobile marketing and intention of consumer to procure.
H2: The branding strategy affects the adoption of mobile marketing 
among SMEs in Malaysia
3.4. Technical Knowledge of the Firm
Some researcher explained that expertise in mobile or digital 
marketing skills across industries is significant for most firms and 
it can hardly to be competitive if this skill is not available (Day, 
2011). It is necessary for the mobile marketer to have the ability 
in shifting target and deliver the right information and promotions 
to the suitable audiences (Grewal et al., 2015). Grewal et al. 
(2015) emphasize that systematic care in customer relationship 
management databases by follow the demands of mobile shopper 
always needed by mobile marketer, in order to help the marketer 
to be able to accurately estimate their future strategy.
H3: The technical knowledge of the firm affects the adoption of 
mobile marketing among SMEs in Malaysia.
4. RESEARCH APPROACH
This paper makes use of quantitative method in determining the 
adoption level of mobile marketing by the SMEs performance 
in Malaysia. In order to achieve the objectives of this research, 
researchers identify the characteristics of Malaysian SMEs by 
following the guideline of SME Corporation. The sample that 
distributed is specifically the respondents who never use mobile 
marketing as a part of theirs processes.
The target respondents for this research are mainly SMEs from 
manufacturing sectors to service sectors from all over Malaysia. 
Survey and observation method had been used to conduct this 
study. A sample of survey was distributed to 300 SMEs in 
Malaysia, 150 samples have been collected and discussed under 
the next section.
5. RESEACH MODEL
This study investigates three (3) independent variables, which 
are brand reputation and image, customer engagement, and also 
customer brand attitudes. Thus, the dependent variable of this study 
is the adoption of mobile marketing by SMEs. Hence, this study 
has developed a research model and was presented in Figure 1.
6. DISCUSSION AND FINDING
There is a weak relationship between entrepreneur’s attitude and 
knowledge and the adoption of mobile marketing among SMEs 
in Malaysia (0.124), which falls under the coefficient range of 
“0.00-0.20”. On the other hand, branding strategy and the adoption 
Figure 1: Research model of factors influencing the adoption of 
mobile marketing
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of mobile marketing has moderate relationship which is 0.452, and 
falls under “0.41-0.70”. Last but not least, technical knowledge 
availability of the firm and adoption of mobile marketing has the 
second place which is 0.327, and falls under the coefficient range 
of “0.21-0.40.”
On the other hand, there is a weak relationship between 
entrepreneur’s attitude and knowledge and the adoption of mobile 
marketing among SMEs in Malaysia (0.124), which falls under 
the coefficient range of “0.00-0.20”. On the other hand, branding 
strategy and the adoption of mobile marketing has moderate 
relationship which is 0.452, and falls under “0.41-0.70”. Last but 
not least, technical knowledge availability of the firm and adoption 
of mobile marketing has the second place which is 0.327, and falls 
under the coefficient range of “0.21-0.40.”
From the research analysis by using multiple regression analysis 
(MRA), R is 0.513, which is good relationship. This would means 
that the respondent is good on the adoption of mobile marketing 
via mobile gadget. Furthermore, the positive sign of R implies a 
positive relationship.
Coefficient of determination, R², is the proportion of variance in 
one variable associated with the variability in a second variable. 
From the result it show 26.4% of the variables affected the adoption 
of mobile marketing via mobile gadget and that means 73.6% 
indirect factor other than variable that has been used for this study 
influenced the adoption of mobile marketing via mobile gadget 
From the research analysis by using MRA, R is 0.513 which is 
good relationship. This would means that the respondent is good on 
the adoption of mobile marketing via mobile gadget. Furthermore, 
the positive sign of R implies a positive relationship.
The first factor, entrepreneur’s attitude and knowledge are 
significant to the adoption of mobile marketing as its value 
amounted 0.012 and it is below than 0.05. The second factor which 
is branding strategy is significant with value 0.000 and below than 
0.05. Last but not least, technical knowledge availability of the 
firm also significant to the adoption of mobile marketing as its 
value is 0.03 which is below than 0.05.
R value for this model summary is 0.692 which is good 
relationship. This means that the respondents are concern on the 
factors that influence the effectiveness of social media marketing 
towards online SME performance. R2 is the proportion of 
variance in one variable associated with the variability in a second 
variable that shows of 0.479 from the result. It means 47.9% of 
independent variables studied in this contributed to the online SME 
performance and the other 52.1% are caused by indirect factors 
that are not study in this research.
The relationship can be indicated as the following equation:
YAdoption of mobile marketing = 2.011 − 0.195Entrepreneur’s attitude and knowledge + 
0.421Branding strategy + 0.194Technical knowledge availability of the firm
This study concluded that the branding strategy has highest 
contribution to the adoption of mobile marketing compared to the 
other two variables. The value of branding strategy that influences 
the adoption of mobile marketing is 0.421, in which it has 42.1% 
contributing to influencing SME adoption of mobile marketing, 
while Technical Knowledge availability of firm has only 19.4%. 
Though, for entrepreneur’s attitude and knowledge has negative 
relationship towards influencing the adoption of mobile marketing.
7. CONCLUSION
From the result shown in findings and discussion, we can 
summarize that the independent variables of branding strategy 
has a greater influence towards the adoption of mobile marketing. 
Although the overall finding from this study concludes that there 
is a significant relationship between the adoption of mobile 
marketing (dependant variable) with the: (i) Branding strategy, 
and (ii) technical knowledge availability of the firm, there is 
one factor that insignificant which is the entrepreneur’s attitude 
and knowledge that has no impact with the adoption of mobile 
marketing. While attitude and knowledge is widely recognized, 
unfortunately in this study an unexpected result appeared 
differently in the SME’s perspective. Against this background, 
this research should provide guidelines for future research that 
emphasizes in the mobile marketing activities in a detailed context.
8. ACKNOWLEDGEMENT
The author would like to thank Universiti Teknikal Malaysia 
Melaka (UTeM) for their support in obtaining the info and material 
in development of our work and we also want to thank anonymous 
referees whose comments led to improved presentation of our 
work. Lastly we also thank the Ministry of Higher Education for 
FRGS/1/2014/SS05/FPTT/02/F00223 research grant and ISSC’16 
Committee for comments that greatly improved the manuscript.
REFERENCES
Artuger, S., Çetinsöz, B.C., Fatih, E. (2014), Pazarlamada yeni yaklaşımlar 
ve turizmde uygulamaları. Ankara: Detay Yayıncılık.
Beger, J. and Milkman, K. L. (2012). What Makes Online Content Viral?. 
Journal of Marketing Research. 49(2), 192-205.
Chiem, R., Arriola, J., Browers, D., Gross, J., Limman, E., Nguyen, P.V., 
Sembodo, D., Song, Y., Seal, K.C. (2010), The critical success factors 
for marketing with downloadable applications: Lessons learned 
from selected European countries. International Journal of Mobile 
Marketing, 5(2), 43-56.
Day, G.S. (2011), Closing the marketing capabilities gap. Journal of 
Marketing, 75(4), 183-195.
Denis, J.L., Hebert, Y., Langley, A., Lozeau, D., Trottier, L.H. (2002). 
Explaining diffusion patterns for complex health care innovations. 
Health care management review, 27(3), 60-73.
Google Shopper Marketing Council. (2013), Mobile In-store Research 
How In-store Shoppers are Using Mobile Devices. Google Research. 
Available from: https://www.thinkwithgoogle. com/research-studies/
mobile-in-store.html. [Last retrieved on 2015 Dec 15].
Grewal, Dhruv and Bart, Yakov and Spann, Martin and Zubcsek, Peter Pal, 
Mobile Advertising: A Framework and Research Agenda (October 
20, 2015). Journal of Interactive Marketing. Available from: http://
www.ssrn.com/abstract=2707300.
Hopkins, J, Turner, J. (2012), Go Mobile: Location-based Marketing, 
Musa, et al.: Adoption Factor of Mobile Marketing: The Case of Small Medium Enterprises in Malaysia
International Review of Management and Marketing | Vol 6 • Special Issue (S7) • 2016 115
Apps, Mobile Optimized Ad Campaigns, 2D Codes and Other Mobile 
Strategies to Grow Your Business. Hoboken: Wiley.
Hudson, S., Huang, L., Roth, M.S., Madden, T.J. (2016), The influence of 
social media interactions on consumer-brand relationships: A three-
country study of brand perceptions and marketing behaviours. 
International Journal of Research in Marketing, 33(1), 27-41.
Jeon, B.N., Han, K.S., Lee, M.J. (2006), Determining factors for the 
adoption of e-business: The case of SMEs in Korea. Applied 
Economics, 38(16), 1905-1916.
Kaplan, A.M. (2012), If you love something, Let it go mobile: Mobile 
marketing and mobile social media. Sales & Marketing Case, 55, 
129-139.
Malaysian Communications and Multimedia Commission. (2014), Hand 
phone users survey 2014. Suruhanjaya Komunikasi dan Multimedia 
Malaysia. Available from: http://www.skmm.gov.my/skmmgovmy/
media/General/pdf/MCMC-Hand-Phone-User19112015.pdf. [Last 
retrieved on 2015 Oct 10].
Mobile Marketing Association. (2015), MMA Updates Definition of 
Mobile Marketing. Available from: http://www.mmaglobal.com/
news/mma-updates-definition-mobile-marketing. [Last retrieved 
on 2015 Dec 10].
Rogers, E.M. (2003), Diffusion of Innovations. New York, NY: Free Press.
Sezgin, E. (2016), E-Consumers in the Era of New Tourism. Managing 
the Asian Century. Heidelberg, New York, Dordrecht, London: 
Springer Singapore.
Venkatesh, R. (2015), Mobile marketing. International Journal of 
Research, 2(2), 1175-1187.
Wang, R.J.H., Malthouse, E.C., Krishnamurthi, L. (2015), On the go: 
How mobile shopping affects customer purchase behaviour. Journal 
of Retailing, 91(2), 217-234.
Zhou, T. (2011), Examining the critical success factors of mobile website 
adoption. Online Information Review, 35(4), 636-652.
